Mobile Commerce (m-commerce) 
INTRODUCTION
oday's media play a significant role by providing information, matching with customers/businesses, and building relationships. This paper is based on the premise that the current brick-andmortar/physical product/service/knowledge /information exchanges that are prevalent today and have been a part of most human cultures for so long will not disappear overnight. With advanced technology, the application of Value-Added Services (VAS), such as payment systems, commerce, and Social Networking Systems (SNSs), has been enhanced. Such value-added services have been utilized throughout electronic (e-) or mobile Commerce (m-commerce), as those are developed by identifying Hypermedia Computer-or Mobile-Mediated Environments (HCME or HMME). A previous study by Cho (2008) stated that m-commerce has been developed as a medium in a Hypermedia Mobile-Mediated Environments (HMMEs 1 ) and replicates all of the activities of computer-mediated communication systems such as accessing email messenger, chatting, and social networking systems, watching TV (i.e., DMB -Digital Multi-media Broadcasting system), and downloading coupons, etc. As addressed in the previous study (Cho 2008a) , such environments have performed as intermediaries when customers transacted virtual shopping experiences via telepresence in the market-space. 1 The term has been modified from HCMC (Hypermedia Computer-Mediated Environment), proposed by Hoffman, Novak, and Chattered (1995).
T

Figure 1: The Evolving Role of Mobile Mediated Communication (MMC) in M-Commerce (Modified from Cho 2008)
According to Durlacher (1999) , m-commerce is defined as "any transaction with a monetary value that is conducted via a mobile telecommuncations network." With an internet-enabled service, m-commerce extends the service not just "connecting person to person" but also "sharing information and selling/buying products/services." M-commerce has improved its position as a device without cable that provides integrated services that are available in both physical market place and virtual market space. Therefore, Mobile-Mediated Communication (MMC) as an intermediary is becoming more important by providing basic services (e.g., talking, obtaining information, etc.) to value added services (e.g., paying transit fees, downloading coupons, etc.). As shown in Figure 1 , MMCs play a role as intermediaries if customers conduct virtual experience via telepresence in the mobile environment ( Figure 1 The author of this paper considers that m-commerce as a tool in the collaborative media environment is appropriate and much more specific than many of the uses of collaborative systems in other areas (Cho 2008a ). This study posits that customers' technology adoption rate of, and usage behavior in m-commerce, is diverse due to various reasons such as personal characteristics and market environments. Particularly, this study segmented mobile phone customers into two groups, based on the usage behavior; i) those who adopt basic services and ii) those who adopt value-added services. Based on the segmentation, this study investigated customers' attitudes toward mobile phone usage and m-satisfaction. Detailed research questions included the impact of factors within the basic services such as i) use of functions, ii) ease of connection; iii) convenience; and iv) the entertainment factor toward overall m-satisfaction. Further, this study also explored the impact of factors within value-added services, such as i) downloading coupons; ii) downloading books, and iii) watching TV shows toward overall m-satisfaction. In this paper, the author of this study explored a comparison analysis of customer usage and attitudes toward m-commerce in the U.S. vs. Korean markets.
Previous studies have conducted comparison analyses of attitudes and behavior in different markets. A study by Cho (2008) measured factors that affect customers' mobile phone usage behavior in two markets -the U.S. and Korea -and found different results. Studies by Schwartz (1994) and Hofstede (1991) addressed that people's behavior is diverse based on how customers perceive "desirable" or "desired" values. Hofstede also raised questions to explore people's behavioral preference; a preferred or actual state of being (Mooiji 1994) . A previous study by Mooiji (1994) stated that, when considering penetration rates, the impacts of media are different across countries. Studies raised questions about whether the U.S. market is, relatively, in its early stages of m-commerce development (Chew 2006; Cho 2008b ) while the development of other medium was in much more advanced stages relatively. Previous studies (Chew 2006 ) also addressed the fact that the U.S. was a pioneer in the era of the development of the Internet and e-commerce, yet today the U.S. is only in its early stages of m-commerce development and adoption 
Products/ Services
Products/ Services compared to many European and Asian countries (e.g., Sweden, Japan, and Korea). Markets such as Finland, Japan, and Korea markets are in the mature stages of m-commerce development. Various studies have investigated user attitudes or behavior toward m-businesses in foreign markets (see, e.g., Lim, Widdows, and Park 2006). However, few studies have explored user attitudes or behavior toward m-businesses by comparing two countries.
II. HYPOTHESES DEVELOPMENT
As defined in various studies (see e.g., Cronin 2003), m-commerce is the use of mobile handheld devices to communicate, inform, transact and entertain using text and data via connection to public and private networks. With the development of new technology, available mobile services have increased. Betrand et al. (2001) also predicted that the increasing convergence of mobile telecommunications and the internet, as well as the growing number of value-added services for mobile devices, will result in a new e-commerce boom. Therefore, the perception of mobile devices in customers' minds has also changed from "a connecting tool" to "a valuable tool," though this depends on the adoption rate ( Figure 2 ). As shown in figure 2, mobile services now provide a growing range of services, from basic functions, such as voice, text-messages, internet access, to advanced value-added services such as watching TV programs. All these are available with technological support that meets customers' needs. Such needs have been encouraged by online experiences, as customers' usage and buying tendencies are similar in both computermediated and mobile mediated environments. With the evolution of technology, m-commerce has provided most of the services that are provided by electronic commerce (e-commerce). Similar to e-business, m-commerce, m-business, and the emergent m-industry have been viewed as a "virtualization" of product, service, knowledge, or information exchanges with the presence of information technology (Cho 2008b ). Previous studies state that m-commerce is thought to be the next big phase in technology involvement following the Electronic Commerce (E-Commerce) era (Chew 2006 ). This study posits that there are opportunities to increase more diverse marketing strategies and theories in order to replicate services that are available in online environments. As O'Daniel (1999) stated for e-commerce, a model of value-added roles must account for the economic, managerial, and marketing perspectives, as well as the evolution of methods to circumvent the twin inconveniences of two-dimensional space and the inherent limitations of computer networks. (Herzog 1944; McGuire 1974; Luo 2002 ) has been applied in this study to explain users' attitudes and user satisfaction toward m-commerce usages. Well-known satisfaction theories that have explained consumer attitudes to brick-and-mortar businesses, such as contrast theory (Engel and Blackwell 1982; Cardozo 1965 ) and dissonance theory (Festinger 1957) , have been applied in this study of m-commerce/businesses. Uses and gratification theory has been developed from research in the context of traditional media, such as TV, magazines, or radio (Herzog 1944; McGuire 1974) . It has been extended to research in the context of the online and mobile environment (e.g., Luo 2002 ). The present study has been supported by another theory, the Theory of Reasoned Action (TRA), which suggests that individuals' performance of a given behavior is primarily determined by their intention to perform that behavior (Ajzen and Fishbein, 1980) . The author in this paper expects that model explains why mobile phone users' willingness to adopt sercices how their internal beliefs and attitudes affect their usage behavior (Davis 1989 ; DeSantics 1983; Ives, Olson, and Baroudi 1983). Diffusion of innovation theory (Rogers 1995) that considered the process by which new ideas and products become accepted by a society also support this study to explain the mobile phone usage behavior that users/customers adopt new technology by considering factors, such as innovation, over time, communication through certain channels, and among the members of a social system.
Factors proposed in this study include the use of various functions, ease of connection, the customers' perception of convenience, and the service's entertainment factor ( Figure 3 ). For the attitudes toward basic services that are available in both markets (i.e., U.S. vs. Korea), this study measures the impacts of such factors that can affect m-satisfaction, though such impacts might be different in the two markets, the U.S. vs. Korea. For the attitudes toward the value-added services that are available in Korea but limited in the U.S. market, this study measured attitudes toward m-satisfaction (in the case of the Korean market) and expectations (in the case of the U.S. market). 
Attitudes toward Mobile Phone Usage and M-Satisfaction
Attitudes toward mobile phone usage have been often considered as a variable to measure the effectiveness of system (e.g., Zhou 2002; Chen and Wells 1999). A previous study by Cho (2008) applied value systems in order to investigate attitudes toward m-commerce. Most of proposed values such as trapped value (e.g., offering more efficient markets and efficient value system such as phone navigation system, download coupons), new-to-the-world value (e.g., customized offerings such as receiving promotional messages, building community, introducing new functionality or experience), and hybrid value (e.g., disrupting pricing by downloading coupons, enabling ease of access such as accessing the net, and radically extending reach values such as watching TV) (modified from Mohammed, Fisher, Jaworski, and Cahill 2002) are available, but limited depends on the service and system availability. This study posits that customer attitudes and m-satisfaction might increase based on the value achieved.
Satisfaction or dissatisfaction theories, such as cognitive dissonance theory (Festinger, 1957) , contrast theory (Engel and Blackwell, 1982; Howard and Sheth, 1969; Cardozo, 1965) , and adaptation level theory (Helson, 1964 ) have been applied in this study to measure m-satisfaction. The traditional market places emphasize on "user and customer satisfaction" as a way to earn consumer loyalty and attract new customers. Previous studies (Cho and Fjermstad 2005) have examined the firm's approach to Customer Relationship Management (CRM) in order to account for the new realities of market spaces. Previous studies (Cho, Im, Hiltz, and Fjermestad 2002) have posited that maximizing customer satisfaction and maintaining customer loyalty are major components for Electronic Commerce Customer Relationship Management (E-CRM). It is hypothesized that positive attitudes toward mobile phone increase m-satisfaction. It is also hypothesized that the impact will differ in the U.S. market from Korea market.
Impacts of Attitudes on Basic Services to M-Satisfaction
Taking a pragmatic approach to functional theory (Katz 1960) , attitudes exist because they serve some function for the person (Solomon 1999) . A previous study by Schwiderski-Grosche and Knospe (2002) identified the basic functions/services that are available from mobile phones, such as ubiquity, accessibility, convenience, and personalization, etc. Those function/service usages are based on people's basic needs from a mobile phone. This study considered that the majority of customers who used the basic services of a mobile phone, perceived it as a tool that would allow them to use certain functions and to connect easily, and also would provide convenience and pleasure. How customers perceive functions is related to those customers' overall attitudes toward the mobile phone and the way they intend to use it. This study hypothesized that attitudes toward function usage (e.g., voice and text message, picture messaging, internet access, organizer, and alarm system) will affect customers' level of satisfaction toward the mobile phone services. In addition, this study hypothesized that customers' attitudes toward function usage within m-satisfaction might differ between the U.S. market and the Korean market.
H1:
As customers use more functions, overall mobile satisfaction will increase.
H1a:
The impact of function usage on overall mobile satisfaction will differ between the U.S. and the Korean market.
Similar to the online environment, users in m-commerce environments are able to find information and communicate easily, 24 hours a day, 7 days a week. As a medium to allow person to person connections, the basic and primary role of the mobile phone has been to reach people. This study posits that the most basic role of a mobile phone in customers' minds is to reach a person easily. Therefore, how customers perceive the mobile phone as a tool to connect efficiently affects m-satisfaction. In addition, this study hypothesized that the impact of customers' attitudes toward ease of connection on m-satisfaction might differ between the U.S. market and the Korean market.
H2:
As customers perceive ease of connection by using mobile phone, overall mobile satisfaction will increase.
H2a:
The impact of perceptions of ease of connection on overall mobile satisfaction will differ between the U.S. market and the Korean market.
As a source of communication, the mobile phone significantly affects user behavior. Various researchers found that a major factor in increasing consumer satisfaction from e-commerce and m-commerce is convenience (Cho, Im, Hiltz, and Fjermestad 2002). Mobile users can save time when they manage their businesses, enjoy services, and place orders. Mobile phone users get access to the internet, download music, check email, enjoy mbooks, and obtain coupons. This study hypothesizes that user perception of the convenience of mobile phone usage positively affects m-satisfaction. In addition, this study hypothesized that the impacts of customers' attitudes toward convenience on m-satisfaction might differ between the U.S. market from the Korean market.
H3:
As customers' perception of convenience is higher, overall mobile satisfaction will increase.
H3a:
The impact of perception of convenience on overall mobile satisfaction will differ between the U.S. market and the Korean market.
Prior studies (Danet et al. 1996) noted that computer-mediated communication (CMC) is strikingly playful. Various studies have recognized the inherently playful nature of the computer as a medium. Danet et al. (1996) mentioned that millions of people are playing with their computer keyboards or mobile devices in various ways. Previous studies (Webster and Martocchio 1992; Gardner, Young, and Ruth 1989) state that playfulness is an important factor in acquainting users with the computer, by shifting attitudes away from the fearful and awesome aspects toward more positive factors. Social escapism refers to consumers' motives for using the Web as a reliever of day-to-day boredom and stress (Zhou 2002: Korgaonkar and Wolin 1999) . Mobile phone usage is a pleasurable, fun, and enjoyable activity that allows for an escape from reality (Zhou 2002 ). As Zhou (2002) cited, users may perceive mobile phone usage as more entertaining than informative. This study proposes that user perceptions about mobile phone usage as an entertainment factor significantly affect overall m-satisfaction. In addition, this study hypothesized that customers' attitudes toward pleasure on m-satisfaction might differ between the U.S. market and the Korean market.
H4:
As customers perceive mobile phone usage more as an entertainment factor, overall mobile satisfaction will increase.
H4a:
The impact of the perception of mobile services as an entertainment factor on overall mobile satisfaction will differ between the U.S. market and the Korean market.
Impacts of Attitudes & Expectations on Value-Added Services
Some researchers have suggested that consumers are "value driven" (e.g., Zeithaml 1988; Levy 1999), and customers' perceived value may be seen as an expression of an overall assessment of the utility of a product (or service), based on perspectives of what is received and what is given (Hansen 2005 ). Hansen (2005) also stated that attitudes that perform a value-expressive function express the consumers' central values or self-concept.
Value-added services that are provided by mobile phone have developed rapidly. Variable functionality provided by the mobile phone (e.g., map or driving directory, restaurant guide, promotional ads) often reduces users' search efforts and stimulates behavioral intention to use them further (Cho 2008b) . Customers' penetration rates of value-added services also have increased drastically, whereas adoption rates still vary by regions (e.g., 82% in Japan, 41% in Europe, and 32% in North America in 2003: Kearney 2003) . Existing and potential services vary based on the localized development of mobile technology (Cho 2008b ). Services such as SMS (short message service), voice messages, changing or downloading ringtones, accessing the internet, and other basic functions (including alarm, calendar, game, and organizer) are available for most of the mobile phone users in the world, whereas value-added services (VAS) such as downloading or listening to music, receiving receipts for credit card transactions, downloading coupons, watching TV (i.e., called DMB -Digital Multi-Media Broadcasting), reading books, paying for vending machines or transit, and receiving advertising or promotions are available for some mobile phone users, but only in the countries that provide those services (Cho 2008b ). Whether such services are available or limited depends on the market situation. By considering the penetration rate, this study hypothesized customers' attitudes toward value-added services in the market where such services are utilized, and customer expectations toward valueadded services in the market where such services are not widely utilized. How customers adopt value-added services that are provided by mobile phones affects their overall attitudes toward interactive communication tools. By offering more marketing strategies, mobile phone users will become m-customers.
This study selected three value-added services including usage of coupons, m-books, and DMB (Digital Multi-media Broadcasting) services. This study considered that couponing services in the mobile environment has been (or is expected to be) applied as a promotional tool in a new world, book downloading services are a good example of replacing physical customer behavior with m-space behavior (i.e., don't need to visit offline bookstore); and watching TV services is the more recently available service. This study hypothesized attitudes/expectations toward the value-added services in the Korean market (H5a-c) and expectations toward such services in the U.S. market (H6a-c).
H5:
As customers' attitudes (expectations) toward coupon-downloading services via mobile phone become higher, overall m-satisfaction is (will be) increased.
H6:
As customers' attitudes (expectations) toward book-downloading services via mobile phone become higher, overall m-satisfaction is (will be) increased.
H7:
As customers' attitudes (expectations) toward DMB services via mobile phone are higher, overall msatisfaction is (will be) increased.
III. METHODOLOGY
Data Collection
Among various mobile devices, this study measures user attitudes toward the mobile phone. This study conducted surveys with about five hundred and fifty randomly-selected subjects in the U.S. and Korea (two hundred seventy from the U.S. and two hundred eighty from Korea) who are mobile phone users and have usage experience with the mobile phone for at least two years. The data was collected both from the convenience sample (i.e., samples selected from Information Systems (IS) and management departments at two major universities in the U.S. and Korea), from mall intercept surveys (i.e., three selected malls in the U.S. and Korea), and from online resources (e.g., selected email addresses from online community). The questionnaire was developed in English, but translated to Korean. Back translation was used to check whether the questionnaire items had been properly translated. This study collected data from respondents who have used mobile phones for more than two years. The response rate was about 73% (U.S.) and 75% (Korea) and approximately 92.9% (U.S.) vs. 93.5% (Korea) of the respondents answered that they had used a mobile phone for over two years.
Operational Measures
Multi-item scales were used to measure customers' attitudes toward basic and value-added services of the mobile phone. Various scales were used to measure constructs that served as the basis for the questionnaire items. The item scales were taken from previous studies (e.g., Bearden and Teel 1980; Fishbein and Ajzen 1975) 2 and modified to serve the objectives of the present study. Quantitative methods, including regression analysis, ANOVA (Analysis of Variance), and chi-square analysis, were applied to measure customers' attitudes toward mobile phones and their m-satisfaction. The scales in this study were developed from previous studies. Scales for variables were taken from studies by Succi and Walter (1999) , Zhou (2002) , Schubert and Selz (1999) , and Chen and Wells (1999) . Likert scales, semantic differential scales, and open-ended questions were used to measure the items. For Likert scale questions, a five-point scale was used, with the extremes labeled "Strongly Disagree" and "Strongly Agree." Multivariate data analyses, such as factor and regression analyses were used to analyze the data in this study.
IV. RESULTS
Respondent Demographics
Respondents' Demographic Profiles: Of the two hundred seventy respondents, 52.4% (U.S.) vs. 45 This study also ran chi-square analyses to examine whether there are statistical relationships among three variables, usage time per day, average fee spent per month and average commuting time per day. It is found that three variables was statistically different each other (in the case of U.S. market, 
Hypotheses Testing
This study utilized simple linear regression analyses and the analyses of variance (ANOVA). Regression analyses were applied to measure the impact on m-satisfaction of attitudes on basic services and value added services. This study also measured different impacts in the U.S. and Korean markets. Table 3 presents the results of the regression analyses for the effects of predictors of basic services to the m-satisfaction. The results in table 3 show that factors such as functionality, ease of connection, and the entertainment factor of basic services significantly affect m-satisfaction in the U.S., while factors such as functionality, ease of connection, and the convenience factor significantly affect m-satisfaction in the Korean market. Thus, hypotheses 1, 2, & 4 were accepted in the case of U.S. market, while hypotheses 1 ~ 4 were accepted in the case of the Korean market. The results of the analysis of variance found that the models significant at the .01 level with F = 9.653 (U.S.) and 6.165 (Korea) (two-tailed, r-square = .310 (U.S.) and .352 (Korea)). In addition, hypotheses 1a, 2a, and 4a were tested and statistically accepted as impacts of functionality, ease of connection, and entertainment factors to m-satisfaction. Their, it is concluded that the impact of the perception of function usage, ease of connection, and of mobile services as an entertainment factor on overall mobile satisfaction will differ between the U.S. market and the Korean market. Another result found that customers in the U.S. do not perceive the mobile phone as a convenience tool. It is expected that customers in the U.S. do not recognize the mobile phone as such a convenience factor due to the limitation of services that are available in other markets. This study ran another simple linear regression analyses and the analyses of variance (ANOVA). For the case of Korea, this study classified respondents into two groups based on those who had ever used those selected value-added services (i.e., Korea I) and those who hadn't ever used those value-added services. This study found that in the Korean market, about 45.5% of the respondents had ever used coupon-downloading services, 50.0% of the respondents had ever used DMB (Digital Multi-media Broadcasting that is, the service that provides TV programming), and only 7.9% of respondents had ever used book-downloading services.
The results of the regression analyses and the analyses of variance found that impacts of expectation of coupon-downloading services (F = 68.98 at .001 level) and book-downloading services (F = 11.253 at 0.05 level) toward m-satisfaction were significant, while the impact of watching TV service (DMB: Digital Multi-media Broadcasting) toward m-satisfaction was not significant in the U.S. market. It is also found that impacts of attitudes toward the watching TV and book-downloading services are not significant, while the impact of attitudes toward the coupon-downloading service was significant (F = 9.577 at 0.05 level) in the Korean market. In addition, impacts of expectation of watching TV (F = 3.044 at 0.10 level) and book-downloading services (F = 24.264 at 0.01 level) toward m-satisfaction was significant. Therefore, hypotheses 5 and 7 were accepted in the U.S. market; hypothesis 5 was accepted in the Korean market among respondents who had ever used services; and 6 and 7 were accepted in the Korean market among respondents who had not used services yet. .095* *** Significant at 0.01 level (2-tailed); ** Significant at 0.05 level (2-tailed); * Significant at 0.1 level (2-tailed). 
V. DISCUSSION AND CONCLUSION
This research paper explored users' attitudes toward m-commerce and m-satisfaction. Applying various theories and models, this study investigated which factors affect customer attitudes toward m-satisfaction, particularly for basic services and value-added services (VAS). This study considered attitudes toward the valueadded services in order to investigate how customers perceive the use of advanced technologies and how such attitudes affect (or are expected to affect) m-satisfaction. This study also examined cross-cultural analyses in two markets, the U.S. and Korea, to examine whether there are any differences in mobile phone usage behavior.
This study found that customers in the U.S. market perceived a mobile phone as a tool which provides functionality and entertainment and also allows ease of connection, while customers in the Korean market perceived a mobile phone as a tool which provides functionality, convenience, and entertainment, and also allows ease of connection. For both markets, functionality, ease of connection, and entertainment factors affect m-satisfaction. Regarding the impacts of value-added services, this study found that customers who had not yet downloaded books in both markets expected positive satisfaction when they did. It is also anticipated that providing coupon services via mobile phones will be effective in the U.S. market. Interestingly, it was found that those customers who had used DMB and book-downloading services in the Korean market did not perceive high value that affected m-satisfaction. High levels of expectation for the availability of more advanced services in the future might have affected the results. It is also anticipated that customers' expectation levels are quite high before services have been consumed, while levels become lower after services had been consumed.
The findings of the study contribute to the development of the uses and gratification theory and customer satisfaction theories, while also providing implications and suggestions for m-businesses. Furthermore, this study provides implications and offers suggestions for m-businesses development and user acceptance. This study suggests that there are enormous opportunities for the model of m-commerce and m-business that allows for the coexistence of virtual click-and-mortar market spaces with mobile market spaces. This unification seems appealing to us because it does not force on users or customers either virtual or mobile market systems, but instead gives them the opportunity to mix one and the two based on the specifics of their communication and buying situation (Cho 2008b ). This study suggests that m-commerce marketers should apply diverse usages, e.g., offering coupons, using mobile phone as a payment tool, watching TV, to evoke solutions for advanced MMC. The author believes that more applications and usages will lead to higher user satisfaction and loyalty toward m-commerce customer relationship management (CRM).
The implications of this study include the idea that to become a leader in a competitive market, mcommerce with maximized user satisfaction should have key success factors in the m-business model. This study suggests recommendations for the future m-commerce markets or businesses, particularly in the U.S., in the belief that a Mobile-Mediated Communication (MMC 5 ) system might replicate all of the activities of Computer-Mediated Communication (CMC) systems in the near future.
The study has some limitations. Although this study used multivariate statistics, such as regression analyses and analyses of variance, the study did not measure the cause and effect relationship using a program, such as LISREL. The researchers will consider this issue in future research. A framework to classify the different levels of involvement will be also developed and applied to measure user attitudes toward mobile phone by also considering various cultures. For future studies, researchers will also investigate causes that affect different impacts toward mobile phone usage cross-cultures/countries. For further studies, a larger number of subjects will be surveyed.
